The paper deals with the problems of Russian tourism with the use of statistic analysis methods. The structure of tourist economic sector is represented based on the international recommendations. The usage of adjusting factors having regard to the share of tourism within the activity of enterprises of various branches is suggested. Tourism development trends in Russia and in the world in general are revealed. Regional inequality of international incomes and expenses is demonstrated. The reasons of the Russian tourism low competitiveness on the world market are defined.
Introduction
Among the benefits of strategic management are, for example, a clearer sense of strategic vision, sharper focus on what is strategically important and an improved understanding of a rapidly changing environment. A strategy consists of purposes, policies, programmes, actions, decisions, and/or resource allocations that define what an organisation is, what it does, and why it does it. Strategic decisions deal with the "big" things, covering multi-functional service areas and the long-term focused on innovation and core functions, and take into consideration the need for cultural change in order to create a business friendly environment. Strategy is essentially an emergent phenomenon, involving the crafting of a corporate culture through reviews of the organisation's present state, and formation of a mission and vision to guide its future development. The tourist industry is usually seasonal and strategies must therefore help regions to focus on their resources and increase local income from tourism throughout the year.
Tourist services consist of different elements, such as transportation, accommodation and activities at the place of destination. One of the major challenges is to integrate these services, resources, core competences and capabilities, so that the customer is rewarded with an unforgettable travel experience (Chen, Y. G., Chen, Ho, & Lee, 2009) . The tourist sector is labour intensive and often provides work for young adults. The problem is that this sector suffers from the seasonality of tourism, and seasonality has usually limited the economic contribution that tourism can make to the local economy. private investment will be unwilling to provide fiscal support for tourist facilities. Also, a well-designed infrastructure supports and attracts tourists and brings revenue to the local actors (Brooker & Burgess, 2008) .
There is a link between the perceived purposes of investment and government policies related to tourism. For example, if tourism is part of business policy, it will be easier to attract private investors. Also, those activities and investments supporting local food and craft production can be very beneficial financially to the regional economy.
Generally the supply chain consists of the suppliers of all the products and services that go into the delivery of products/services to customers. Tourism supply chains involve many components, not just accommodation, transport and excursions, but also for example restaurants, handicrafts, waste disposal and the infrastructure that supports tourism at the destinations. Successful supply chain relationships between different enterprises and other actors consolidate the common view about goals. Also, the policy and management systems of the local authority have to support goal achievement.
According Ateljevic (2008) local authorities may play a proactive role when investing in tourist facilities, encouraging co-operation between different actors and establishing regional networks. Besides local authorities and NGOs there are many actors in the tourist sector, such as accommodation, tour and restaurant enterprises. So, as far as regional development view is concerned, it is important that networks are as multiperspective as possible. Cooperation between the local authorities and NGOs, business and other organisations assists all local actors in the region Contini, Scarpellini & Polidori (2009) . Further, Pechlaner, Raich and Fischer (Pechlaner, Raich & Fischer, 2009 ) have shown the importance of cross-sector cooperation as well as the potential role of tourist organisations in an integrated location management system.
Marketing is one way to achieve strategic goals and support the regional identity. Furthermore, tourist enterprises and destinations have become aware that they need to redefine their strategies in order to respond effectively to operational environment changes such as the heterogeneity of consumers' needs, motivation and behaviours, and the changing face of global economic and social conditions. According to Riege and Perry's model, the tourist trade has proposed three strategic approaches, which are 1) the consumer-oriented approach, 2) the competitor-oriented approach and 3) the trade-oriented approach. The first approach refers to the use of a differentiated (target marketing) or undifferentiated marketing strategy depending on market conditions. The second approach focuses on competition where the role of marketing is to develop, maintain or defend the position of a tourist organisation. The trade-oriented approach focuses on intermediaries and it might be more relevant to the travel and tourist industry. According to this approach, the distribution of travel and tourist products/services is the most important activity along the tourism chain (Tsiotsou & Ratten, 2010; Ateljevic, 2008) .
Some economists have noted that it is important to know the customer so that target markets can be clearly identified and selected and the marketing mix managed properly. This knowledge is also important for networking, because if the goals of enterprises are not clear, this might be a barrier to effective partnering and networking. They suggest that for success enterprises have to, for example, know their customers, develop detailed service standards for each market segment and know their competitors.
Nowadays the most important areas in tourism marketing are branding, consumer behaviour, e-marketing and strategic marketing. Especially have e-marketing and new technologies (e.g. mobile services such as mobile TV, mobile WEB and Web 2.0) become more significant (Tsiotsou & Ratten, 2010) . Despite these different new marketing channels, tourism service providers still need to understand the customer and increase perceived customer value by creating suitable products. The adoption of new technologies, innovative services and experiences can be designed, developed, and delivered to create higher perceived customer benefits. (Chen, Y. G., Chen, Ho, & Lee, 2009 ).
In the international tourist sector cultural knowledge, cross-cultural and language skills are an important part of product and service development (Contini, Scarpellini, & Polidori, 2009) . Without these skills it is almost impossible to serve multinational customers.
Types of Economic Activities in Tourism
The main difficulty of tourist industry indicators analysis (tourism share in GDP, employment level, investment volume, tax revenue, etc.) consists in failure to refer this sector to a specific industry within the economic meaning of this word. According to a definition given in 2008 by System of National Accounts, "an industry consists of a group of establishments engaged in the same, or similar, kinds of activity" System of National Accounts, 2009 . Tourism fails to meet this definition, as far as the set of specific activities in www.ccsenet.org/res Review of European Studies Vol. 7, No. 9; 2015 tourism includes a number of industries in their traditional sense. Tourism close ties with transport, public catering, trade, etc. constituted the basis for relating a certain number of industries (types of economic activities) to the tourist industry. It's possible to use the most different level of detail of industries that depends on national economics features.
However, any detalization is based on the approach of World Tourism Organization (UNWTO), which involves defining tourism characteristic activities, corresponding to the production of tourism characteristic products. Characteristic products are products that are directly connected to tourist activity and that either cease to exist or are consumed to a significantly lesser extent in the absence of visitors. Those economic entities that release characteristic products are tourist industries.
Typical types of activities are unified at the international level. Using International Standard Industrial Classification of All Economic Activities (ISIC) they are represented in the form of 12 industries, which are used in the tables of Tourism Satellite Account (Tourism Satellite Account, 2010 ). This grouping is designed for common usage and can be used for information and analytic purposes. However, in certain cases (for example, for a certain country) exclusions of one or another type of activities and corresponding products (or, on the contrary, other activities' and products' inclusion) from the given list are possible. The methodology of Tourism Satellite Account allows correcting a list of tourist products and types of activities in accordance with established criteria and features of national economy.
In order to reflect the maximum credible level of tourism impact on the country's economy (100% confidence is essentially impossible in this case) it's necessary to point out those groups of economic activity that have a direct relationship to tourism. Then it's necessary to introduce a diminishing (adjusting) coefficient (C d ) for each group, which characterizes tourism share in enterprises' activities of the given group by means of expert evaluation.
The use of coefficient will allow avoiding over-estimation of tourism role in economic activity, and also receiving estimates of various macroeconomic parameters. For example, it's possible to receive estimation of tax payments rates to budget of tourist activity carrying out. Thus, according to public tax accounts data on the consolidated group "air transport activity" the consolidated budget of Russia received more than 500 mln. dollars of taxes and charges in 2013. This amount involves all tax payments from enterprises, working on the passenger and freight market (besides, according to the Russian classifier this group also involves space transport activity). Obviously, some part of tax payments falls at tourism. It should be considered by two groups of Russian National Classifier of Economic Activities (OKVED) only, besides, taxes of one of these groups (62.20.1 "non-scheduled air-passenger transport activity") are very closely related to tourism as it is referred to charter flights. For this group a coefficient should be one. However, taxes of airlines, engaged in freight service, have nothing to do with tourist revenue and for this reason should not be taken into account when estimating tax burden rate of this sphere. The use of diminishing coefficients allowed us to make a conclusion that tourist tax payments of air transport activity in 2014 was not more than 35-45 mln. dollars countrywide.
Tourism Industry in Russia: Trends and Successes
In the period after the beginning of market reforms the Russian tourism passed a number of stages marked by various trends. We distinguish three of such stages (Ovcharov, 2008) .
The first stage (1992) (1993) (1994) (1995) (1996) (1997) (1998) (1999) (2000) (2001) (2002) was characterized by politico-social and macroeconomic instability attributable to the beginning of market reforms. The main feature of the period is the absence of distinct national policy in the field of internal and inbound tourism, tourist economic sector material and technical basis obsoletion and investment activities stagnation.
The absence of attention to the problems of tourist industry for the first years of reforms appeared to be the reason of consumers' mass refocusing from internal to foreign tourist market. Outbound tourism had been gradually becoming the most popular sphere of recreation for the Russian citizens. Thus, in 1995 volumes of outbound tourism was 2607 thou. travels, in 2002-5044 thou. travels (Tourism and Tourist Resources in Russia, 2004) . Tourists programs with incomplete service package: "tourist trader" business or shopping tours, which provided accommodation and transport services only-were much sought after. The tourist industry of Russia experienced reduction of collective accommodation establishments' network and the amount of tourists they served.
The second stage (2002) (2003) (2004) (2005) (2006) (2007) (2008) can be defined as "tourist boom" on the market of tourist services, which was related to overcoming crisis phenomena in the Russian economy and rising of living standards. The share of tourist services, elastic by incomes, had been rising under the conditions of slight growth of real size of money income of population. External trade turnover of tourist services and tourists sector investments began to www.ccsenet.org/res Vol. 7, No. 9; 2015 increase, inflation began to slow down. However, "tourist boom" was generally focused on outbound tourism.
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The third stage (2009-date) is a period of repletion of consumer demand on the market of tourist services, entering the world economic crisis and relatively fast recovery of its consequences.
The dynamics of main economic indicators of tourist industry in Russia for the last years is shown in Table 1 . The presence of positive trends is obvious. Thus, the amount of both independent hotels and world hotel chains (such brands as Hilton, Kempinski, Radisson SAS, Novotel, Park Inn and others are actively promoted into the Russian market) in Russia has increased in recent years, their hotel room capacity and load level have also increased. The same is true for public catering and entertainment industries. Index of employment in tourist sector, international tourism receipts and tourist arrivals have reached pre-crisis level. Currently, many indicators of tourism demonstrate positive changes. We distinguish two main reasons for success of the modern Russian tourism. The first one is related to the increasingly prominent role of the government in tourist market regulation. A system of measures, focused on tourist economic sector support and regulation, operates at the federal and regional level. The regulation of tourist market is carried out in all domains including regulatory, organizational, economic, scientific & educational, and social. Besides, state financing of tourism and recreation holds a specific place. Thus, at the end of 2012 a state-run program "Razvitie zdravoohraneniya" ("Health development") was adopted, which involves sponsoring governmental health resort establishments of the country (pensionates, sanatoria, etc.). Money will be spent on both current problems solution (rehabilitation, health resort treatment, children's recreation, etc.) and capital investments to infrastructure. The amount of finance of federal budget for these goals over the term of the program (to 2020) should be more than 2 bln. dollars. Another project allocates approximately 10 bln. dollars of investments. It is a government program "Razvitie vnutrennego i v'ezdnogo turizma v Rossiyskoy Federatsii" ("Development of the inbound and outbound tourism in the Russian Federation") (2011) (2012) (2013) (2014) (2015) (2016) (2017) (2018) . Its main idea is to stimulate tourism in Russia not throughout the country, but only in the most promising regions in the context of inbound and outbound tourism development. For this purpose it's suggested to use a cluster approach (to create two types of clusters-tourist recreational and autotourist), and carry out financing by means of state funds and private investments. Finally, the third project running on the same principles (cluster approach and public-private partnership) has been active in Russian since 2007-special economic zones of Tourism & Recreation. In the context of this project construction of tourist objects (including associated infrastructure), located in different regions of the country, is carried out. For example, it's supposed to spend more than 200 mln. dollars of www.ccsenet.org/res Vol. 7, No. 9; 2015 government investments for one special area within the Altai Territory alone. Tax incentives, rent privileges, free custom zone regime, partial subsidizing of interest rates of bank loans are established for the residents of specific recreation areas. The similar measures were assumed in 80s of the previous century in Turkey, namely, the law "Concerning the investments in the field of Tourism" (1982) provided various preferences, particularly, concessional lending of investment projects and VAT remission with the purchase of locally manufactured equipment for tourist objects facilities. Implementation of these measures allowed Turkey to turn from the obvious outsider into the one of the world leaders in the volume of inbound tourism and tourist services export for 10-15 years.
The second reason for the Russian tourism success is attributable to the new model of consumer behaviour that is forming in the country. While twenty years ago the base consumption model of households was the strategy of survival, currently many economists suggest new consumer's standard forming, in the context of which, possibilities of households to invest resources in their quality of life improvement appear. Combating poverty is no longer the main target of social policy-analysis of income and revenue structure, expenditures and consumption of households shows that survival model has ceased to be a mass model despite persisting wealth disparity (Ovcharova & Popova, 2013) . It was replaced by the model of stable development, the feature of which is high share of services expenses in population's general expenses. While in 1997 this share was 14.9%, it has reached a quarter of consumption expenditures' overall volume in recent years, and in comparison with 1992 (the year of market reforms' beginning in Russia) it has increased thrice. Furthermore, more than 5% of all paid market services falls at three groups of tourist and related services (see Table 1 ). If we take into account that a certain part of transport and consumer services, services in the field of sport and culture is indirectly connected to tourism, then the given share reaches 7-10%. In this respect, the tourism may become one of the main drivers of new model of consumption-tourist expenditures along with education and health expenditures form absolutely different quality of human capital assets.
Further, we turn our attention to the structure and methods of statistical analysis of tourist expenditures.
Competitive Ability of Russia on the World Tourist Market: Risk Factors
Let More detailed picture illustrating trends of the last years is represented in The main factors determining modern economic dynamics are change of level of world incomes, investments into infrastructure, marketing, advertising and also liberalization of air transport (in particular, spreading of low-budget airlines), development of interregional cooperation, and government and private partnerships.
For the long time Europe and America have been leading the world ratings in absolute indicators. They have still possessed quite high concentration of international tour itineraries, significant diversification of tourist product and the most developed infrastructure. However, in these latter days rates of growth of these leaders have come short of rates of growth of other regions. In 2002 Asia and the Pacific region had beaten America in international tourist incomes and become the second most-visited area after Europe.
In pre-crisis and post-crisis periods Asia and the Pacific region has occurred to be the leader regarding the rates of growth of this indicator. Its international tourism incomes had been also rapidly increasing. One of the current important trends is a strong growth of African region. In 80-90s of the previous century the limiting factor of inbound tourism development here was the high level of prices and political instability. However, the shift towards available mass recreation, development and diversification of tourist services and infrastructure formation had turned out to be quite efficient. Vol. 7, No. 9; 2015 promotes economic upturn and job creation and plays significant role in combating poverty.
Thus, we can conclude that development of international tourism is characterized with regional inequality. There is a big amount of factors which have an impact on it, for example, the farness of tourist zones from usual living areas, currency fluctuations, variety of culture-historical and natural resources, tourist infrastructure sophistication, image of a country on the world stage, etc. What is for Russia, here we can say one of the main factors that of paramount importance is the degree of its national economy entry into the system of international trading of goods and services. For a long time Russia was isolated from the rest of the world in political and economic respect. This could not have been insensibly for the character of tourism that in general was aimed at interior customers and had been exported tourist services in a quite limited volume. The situation started changing only with the beginning of market reforms. Feverish demand of Russian citizens for foreign travels resulted from the fall of iron curtain and the interest of foreign citizens towards previously unknown tourism objects have lead to the gradual consolidation of Russian tourism positions on the world market. According to the data of UNWTO, in 2012 Russia entered the top ten of worldwide leaders in two indexes: international tourist arrivals (9th position) and international tourism expenditures (5th position) (UNWTO Tourism Highlights Edition, 2013).
Along with this, the analysis of tourist streams for twenty-year period gives us an opportunity to reveal some interesting trends. In 90s years of the previous century there was rapid growth of foreign tourists' entry into Russia. This growth had attained a maximum in the beginning of 2000s and stabilized in subsequent years up to the level of a bit more than 2 mln. arrivals a year. The main problem of current Russian tourism is that it's aimed at outbound tourism, not at inbound or internal tourism. In Figure 1 , there are results of our estimates of Russian tourism specific indicators in the world tourist industry. It is obvious that the main economic indicator of "international tourism receipts" is being extremely insignificant for the country possessing so large territory and various tourist resources. In Russia, besides increasing gap between export and import of tourist services, risk factors also cover disproportionality of regional infrastructure, high level of prices for internal tourist services and absence of efficient marketing concerning different tourist programs. We should also take into account political and corruption risks and menace of terrorism which remains primarily on the territory of the Northern Caucasia. These are indirectly confirmed by the data of World Economic Forum: according to the Travel & Tourism Competitiveness Index 2013, Russia takes the 63rd place of the rating including 140 countries (its summary index=4.16). This is 4 positions lower than in case of the previous rating. And if due to its natural and cultural and historical potential Russia gets rather high subrating, its safety level (the 113th place) gives cause for quite serious concerns of international experts and peculiarly of international tourists. Thus, according to the official Russian statistics, in 2012 within the collective accommodation establishments of two Caucasian republics (Chechnya and Ingushetia) no tourist had been staying, while Moscow and St. Petersburg were visited by more than 1 mln. foreign tourists.
In such a way, definite progress equates with problems and risks which indicate the non-use of Russian internal tourist potential. Many countries (the Netherlands, Sweden, Belgium, etc.) possessing the same or even lesser tourist resources (Note 1), nevertheless, take higher positions in the world rating. The indicators of world's leading tourist destinations (France, USA, Spain, etc.) are being absolutely incommensurable with Russia. It is obvious that Russia today can hardly compete with the favorites of world tourist industry. Its main competitive advantage-natural and sociocultural contrasts, which can help in developing any kinds of tourism at any time of year-Russia uses in quite ineffective way. To overcome this inefficiency and mitigate risks Russia needs to activate its investing activities (particularly, in the sphere of attraction of foreign investments), develop and diversify tourist product, form modern hotel and transport infrastructure not only in Moscow and St. Petersburg, but in other regions too. Significant attention should be paid to the formation of country's positive image on the world arena. All these factors will provide the possibility of creation of up-to-date hi-tech economic sector, which will be able to compete with world's leading tourist centers.
Conclusions
This paper shows that the use of statistic analysis methods helps to set limits for tourist economic sector. On the basis of ISIC we have detailed definite kinds of economic activity concerning international tourism as well as the tourist sector of particular country (Russia). We have also offered the use of adjusting factors considering the part of tourism in the activity of enterprises of various branches. Vol. 7, No. 9; 2015 Using actual statistical data we have revealed the trend of developing tourism in Russia and the whole world. We have also shown the inequality of international tourist arrivals and expenditures. The main reasons for Russian tourism success were identified. They are: wide public support and formation of new model of households' management intending high customer share in the services sector. Along with this, we have concluded the tourist industry of Russia is aimed at outbound tourism. High level of political and corruption risks, menace of terrorism, disproportionality of regional tourist infrastructure indicate low competitiveness of Russian tourism on the world market. This is confirmed with statistical data-the gap between international tourist expenditure and international tourism receipts increases from year to year, that leads to significant negative balance of foreign trade in respect to tourist services.
